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Agenda 

• The Value of Tourism 

• The role of VisitWiltshire 

• Marketing & Promotion 

• Destination Development 

• How you can help 

 



Why Tourism? 

• Sustains and Creates Jobs 

• Contribution to other agendas 
• Nearly half the sector’s workforce is part time  

• 44% of staff are aged under 30 

• 21,500 start-ups in 2011 

• Improves quality of life 

• Attracts investment 

• Raises standards 

 

 



Driver of Economic Growth 

• Barclays: +25% growth by 2017 

• Deloitte: 4% per annum growth to 2025 

• VisitEngland: 5% growth per annum  

• ONS: 33% of all new jobs between 2010-13 

• A FTE tourism job is created and sustained 
with every £54,000 in visitor spend 

 



Value of Wiltshire’s Visitor Economy 
2012- a record year 

• 19.7 million visits 

• Direct visitor spend +17% to £959m 

• More visits & spend, shorter stays 

• Overnight stays +10% 

• £1.4bn and +27,500 jobs 

• 8-9% of employment 



Kennet Tourism (2012) 

• 3.53 million visitors (+4%) 

• 3.34m day visitors spending £35 p/p 

• 195,000 staying visitors spending £180 p/p 

• c15% of Wiltshire tourism 

• +£213m economic impact 

• 3,800 jobs  

 

 



Loss of Market Share 

But… 

• Wiltshire lost significant tourism market share 
between 2004 – 2010 (SWRC) 

 

 

 



VisitWiltshire – who we are  

• £500k budget from Wiltshire Council 

• +550 Partners (15 in Pewsey) 

• LEP Board member 

• 20 x Town Partners 

• Private sector board 

• 8 Staff 

• Wiltshire’s only ‘DMO’ 



• Our priority is to grow Wiltshire’s visitor 
economy by increasing tourism visits & spend 
and raising awareness of our destination 

 

• …focusing on best prospect segments, both 
day and staying visitors 



Engagement & Reach 

• Engaged with +12,000 people every day 

• Distributed 280,000 brochures 

• Hosted +350 press & travel trade/GTOs 

• 1m unique visitors, +16k followers 

• 22 e-newsletters, 65 blogs, 6 exhibitions 

• 30 press releases, +62m reach 

• 550,000 pieces of campaign print 



Marketing Activity 2013/14 

 

 

 

 

• Consumer marketing: 

– Digital, print, website, social media, apps 

– National Marketing Campaigns 

– VE/VB campaigns 

• Groups & Travel Trade 

– Exhibitions, FAMs, print, 1:1s 

• Press & PR  

– Videos, releases, visits, events 

 

 

 



Countryside Campaign Oct 2014 



2014 Wiltshire Guide 

 

 

50,000 
Copies 



2014 Great Days Out 

 

 

200,000 
Copies 



 

1m 
unique 
visits p/a 



17,000 
page 
views 
(+100%) 





Destination Development 

• Wiltshire Futures: LEP funded projects 
– Brand positioning 
– Destination Management & Development Plan 
– Visitors Accommodation Futures study 

• Competitive position / Immediacy of travel 
• Rural tourism funding bids 
• Skills and training 
• Product 

 



Brand Positioning 

• Current brand values: 
– History & Heritage 
– Countryside & Beauty 
– Location/access 

• Objective:  
– Create a new positioning 
– Emotional attachement 
– Encourages immediacy of travel 
– Adaptable locally 

 



Destination Management & 
Development Plan 

• Transport and Access 
• Skills and welcome 
• Quality of product 
• Another major visitor attraction 
• Group & Coach Welcome 
• Conference venue 
• Major Events 
• Sector development 
• Wise growth 

 
 



Visitor Accommodation study 

• In-depth study, first of its kind 
• Included a developer investor study 
• “Lagging behind the competition” 

– Quantity and in some cases, quality too 
– Accommodation gaps 

• Many opportunities for growth 
• Very high summer occupancy this year 
• Seasonality 

 
 



Visitor Accommodation study 

• Country house hotel, spa hotel, upgrading 3* hotels 
• Inns, pubs and restaurants with rooms 
• Development and upgrading of B&Bs 
• Holiday cottages: luxury, large, accessible 
• Holiday lodge sites and parks, eco lodges 
• Touring caravan and camping 
• Glamping 
• Group and youth accommodation 
• Bunkhouse barns 
• Farm stay 
• Canal holiday boating 

 
 



Developing Tourism in the Pewsey Vale 

• Include the visitor economy in local strategies 

• Develop a local tourism group 

• Have a tourism plan  

– Development 

– Marketing and action plan 

– Communication plan 

• Identify a lead contact for tourism 

 

 

 

 

 



Developing Tourism in the Pewsey Vale 

• Develop local distinctiveness and a clear USP 

• Work with us to develop tourism businesses 

– Workshops, 1:1s 

• Encourage businesses 

• Develop tourism product 

– Signage, Free wi-fi, welcome 

• Partnership marketing activity 

 



We’re here to help 

• Exploit our Marketing & Distribution channels 

– Google changes, fam visits, consumer activity 

• Give us your content, images, events, prizes 

• Engage - Fortnightly newsletter 

• Social media, PR and photography, guest blogs 

• Exploit our resource, marketing and reach 

 

 



Any Questions? 


